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摘  要 
 I
摘  要 
服务业为顾客创造“体验”呈现逐渐增长的趋势。很多学者认为服务经济正
在转变为体验经济。本文将顾客体验的研究拓展到美容服务业。首先，结合





























There is a tendency that service industries are trying to create unforgettable 
experiences for customers. Some researchers believe that “Service Economy” has 
been changing into “Experience Economy”. This study extended the research of 
customer experience to Beauty Services Industry. Firstly, according to the category of 
experience design by Pullman & Gross, customer experience in this study is divided 
into physical context, relational context and time. Physical context is estimated by 
five factors of senses. Relational context is estimated by interactions between 
customers and services, customers and corporation, customers and other customers. 
The factor of time is estimated by sensible arrangement of time in experience and 
successful extend time beyond experience. Secondly, the elements of consumer 
experience in Beauty Services are determined through the in-depth interview and 
observational method. At last, the elements that influence the customer loyalty 
behavior are explored by regression analysis. 
According to concludes of this study, there are exist several elements of 
consumer experience in Beauty Services influencing the consumer’s behavior of 
loyalty. Every dimension of experience has influential elements and physical context 
dimension contains the most influential elements. However, customer experiences 
play a limited role as direct influential elements when they are act on consumer 
loyalty. Experiences value hasn’t surpassed products and services values in Beauty 
Services Industry in China. 
 













目  录 
 III
目  录 
1 导 论 .......................................................................................................................1 
1.1 研究的背景与意义 .............................................................................................1 
1.1.1 研究的背景 ..................................................................................................1 
1.1.2 研究的意义 ...................................................................................................2 
1.2 研究方法和研究过程 .........................................................................................3 
1.2.1 研究方法 .......................................................................................................3 
1.2.2 研究过程 .......................................................................................................3 
1.3 研究的创新点 .....................................................................................................4 
2 国内外相关文献综述.........................................................................................5 
2.1 顾客体验的研究综述 .........................................................................................5 
2.1.1 顾客体验的涵义和维度 ..............................................................................5 
2.1.2 实证研究中服务业顾客体验构成因素 .................................................... 11 
2.1.3 其他服务行业顾客体验的相关研究 ........................................................12 
2.2 顾客忠诚的研究综述 .......................................................................................13 
2.2.1 顾客忠诚的涵义 .........................................................................................14 
2.2.2 顾客忠诚的类型 ........................................................................................15 
2.2.3 顾客体验对顾客忠诚影响 ........................................................................18 
2.3 美容服务业的界定及相关研究 .......................................................................19 
2.3.1 美容服务业的界定 ....................................................................................19 
2.3.2 美容服务业的相关研究 ............................................................................19 
3 美容服务业顾客体验构成因素分析...........................................................20 
3.1 美容服务业顾客体验的构成因素 ....................................................................20 
3.1.1 美容服务业顾客体验构成因素的理论依据 .............................................20 
3.1.2 美容服务业顾客体验因素构成的实践依据 .............................................23 















3.1.4 美容服务业顾客体验构成量表 .................................................................26 
3.2 美容服务业顾客忠诚的测量维度 ...................................................................27 
4 美容服务业影响顾客忠诚的顾客体验因素的实证研究 .....................29 
4.1 样本选择及数据收集 .......................................................................................29 
4.1.1 问卷结构设计 .............................................................................................29 
4.1.2 样本选择和数据收集 .................................................................................29 
4.2 数据分析 ...........................................................................................................30 
4.2.1 顾客体验各因素对再购买行为的回归分析 .............................................30 
4.2.2 顾客体验各因素对推荐行为的回归分析 .................................................32 
4.3 讨论 ...................................................................................................................34 
5 研究总结和展望 ................................................................................................37 
5.1 研究总结 ...........................................................................................................37 
5.2 研究局限 ...........................................................................................................38 
5.3 未来研究的方向 ...............................................................................................39 
参考文献 ...................................................................................................................41 
附录 1 访谈提纲....................................................................................................45 
附录 2 受访企业及受访人相关资料 ..............................................................47 
附录 3 美容服务业影响顾客忠诚的顾客体验因素调查问卷 ...............48 


















1 Introduction.......................................................................................................... 1 
1.1 Research Background and Significance...................................................... 1 
1.1.1 Research Background........................................................................ 1 
1.1.2 Research Significance ........................................................................ 2 
1.2 Research Methords and Process.................................................................. 3 
1.2.1 Research Methords ............................................................................ 3 
1.2.2 Research Process ................................................................................ 3 
1.3 Innovations of this Study.............................................................................. 4 
2 Summary of Related Literature .................................................................... 5 
2.1 Research Summary of Consumer Experience............................................ 5 
2.1.1 Meanings and Dimensions of Consumer Experience ..................... 5 
2.1.2 Elements of Consumer experience in Empirical Studies...............11 
2.1.3 Consumer Experience Relevant Research in Other Industry ..... 12 
2.2 Research Summary of Consumer Loyalty................................................ 13 
2.2.1 The Meaning of Consumer Loyalty................................................ 14 
2.2.2 The Type of Consumer Loyalty ...................................................... 15 
2.2.3 Influence of Consumer Experience on Consumer Loyalty .......... 18 
2.3 The Concept of Beauty Services Industry ................................................ 19 
2.3.1 The concept of Beautiful Services Industry................................... 19 
2.3.2 Relevent Research in Beautiful Services Industry........................ 19 
3 Analysis of Experience Elements in Beautiful Services Industry.... 20 
3.1 Elements of Consumer Experience in Beautiful Services Industry........ 20 
3.1.1 Theoretical Referance of Analysis of Experience Elements in 
Beautiful Services Industry ............................................................ 20 
3.1.2 Practical Reference Analysis of Experience Elements in Beautiful 
Services Industry............................................................................. 23 
















3.1.4 Measuring scale of Elements of Consumer Experience in Beautiful 
Services Industry............................................................................. 26 
3.2 Measuring Dimensions of Consumer Loyalty in Beautiful Services 
Industry........................................................................................................ 27 
4 Empirical Study on Elements of Consumer Experience influencing 
Consumer Loyalty in Beauty Service Industry .................................... 29 
4.1 Data Collection............................................................................................ 29 
4.1.1 Stuctural Design of the Questionnaire ........................................... 29 
4.1.2 Sampling and Data Collection ........................................................ 29 
4.2 Data Analysis ............................................................................................... 30 
4.2.1 Regression analysis of Elements of Consumer Experience on 
Behaviors of Rebuy ........................................................................ 30 
4.2.2 Regression analysis of Elements of Consumer Experience on 
Behaviors of Recommend .............................................................. 32 
4.3 Discussion..................................................................................................... 34 
5 The conclusion and Prospects ...................................................................... 37 
5.1 Research Conclusion................................................................................... 37 
5.2 Research Limitations .................................................................................. 38 
5.3 Suggestions of Future Research................................................................. 39 
References............................................................................................................... 41 
Appendix 1 Compendium of the Interview ................................................ 45 
Appendix 2 Information of Interview........................................................... 47 
Appendix 3 Questionnaire ................................................................................ 48 
Acknowledgement................................................................................................ 51 












1 导 论 
 1












根据市场分析，全球美容总产值达 950 亿美元，其中包括 240 亿美元的皮肤






现工业总产值近 3200 亿元，行业利润以 37.9%的速度增长，在各行业中保持了
高的增长率，市场容量逐年放大。全国美容业从业人员总数约 1,120 万人，是
第三产业中就业人数 多的行业。中国的美容美发化妆品需求量已超过日韩，居
                                                        
① 黄美月. 皮肤与美容[M]. 台北: 联经出版社, 1984. 转引自吴仕芸. 美容沙龙之顾客忠诚度分析. [D]. 台
北:台湾国立东华大学, 2007.07. 



























济已经转变为注意力经济（Davenport & Black, 2002）、娱乐经济（Wolf, 1999）、梦幻
的社会（Jensen, 2001）、情感经济（Gobe & Zyman, 2001）或者是体验经济（Pine & Gilmore, 




Allen, 1997; 范秀成, 2006）。许多学者在定性研究和理论分析的基础上指出，顾客体
验是服务业顾客忠诚重要影响因素（Berry, 2000），服务品牌建设应以顾客体验为
核心（范秀成，2001），美好的顾客体验会创造顾客忠诚（Schmitt, 1999; Pine & Gilmore, 




































































































































验的代表性观点（如表 2-1、表 2-2 所示）： 
 
表 2-1 国外学者关于顾客体验的代表性观点 
提出学者 时间 涵义 
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